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Contention

PETS is a thesis interrogating architecture’s turn towards the market in order
to project on the potentials of this consumerist paradigm. By parodying an
architectural practice committed to commercial success, PETS attempts to
uncover methods of design production and consumption that can resituate its
disciplinary agency within the orders of the market. Through the appropriation
of mechanisms such as brand consumption and serial production, architectural
design can be reconfigured into profItable artifacts able to expedite economic
growth, enable political subjectivity, and mediate cultural relevance.
As a commodifIed practice, architecture should embrace commercial strategies
as means of maneuvering the market in order to reposition its disciplinary
agency: its ability to impact economic, cultural, and political conditions by way
of its production and consumption. If architecture’s agency is contextualized
within the market, then disciplinary artifacts produce the means for
contemporary practices to develop audience exposure and engagement.
In short, PETS is an exaggeration. It proposes that gaining cultural traction
through commodity objects is a viable way to enter material networks and
reformat architecture’s engagement with mass audiences. By expanding
through various product lines including toys, furniture, buildings and more,
the PETS brand can broaden the boundaries of its production and thus expand
its potentials for architectural consumption. PETS extends this tradition by
turning towards retail products as a means of exploring, expressing, and
escalating architectural form within commercial contexts. Working through
the markets of toys, accent chairs, storage sheds, and single-family dwellings,
PETS dissolves the boundaries of architectural production to extend the reach
of disciplinary engagement. By designing products with empathic formal
considerations, architectural artifacts can be marketed and consumed in an
accessible manner.
These empathic relationships that are born from PETS forms allow for its
consumer base to grow and strengthen with the continuous manufacturing of
its serial product. The iterative expansion of bodily objects that culminate into
an accessible commercialization of architectural form has the potential to
reformulate the cultural, political, and economic positions that architecture
has taken on in the market. Through a practice that appropriates commercial
strategies and embeds design considerations within retail products, PETS
aims to exploit architecture’s commodifIcation as a means of reintroducing
disciplinary agency within contemporary consumer culture.
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market

Starting in the postwar, mid 20th
century, mass consumption within
industrial capitalism issued what is
now our consumer republic. In this
era, broadcast media and political
subjectivity were often formulated
in tandem, represented as broad
audiences with vague ideologies.
Consumerism, rather than social
policy, became a means of achieving
social change and prosperity.
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market

The late 20th century shifted
consumer culture as identity
politics emerged and gave rise to
bracketed market categories and
audiences. Cable television and the
internet encouraged this division of
the market by supporting intimate
exchanges between marketers and
niche consumer groups.
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market

Now, in the early 21st century, our
consumer republic is becoming an
increasingly fragmented network
of commercial relationships that
privilege individuated marketing
and dissolve consumer-producer
boundaries. Contemporary identity
and engagement is now defined
by the products we purchase and
the brands we’re loyal to; as such
political and cultural activities are
now entwined with commercial
practices and ideologies.
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market
Now that culture, economics, and
politics are defined within the orders
of
contemporary
commerce,
civic and social practices are
reliant on consumer relationships
and
organized
by
business
strategies such as marketing and
manufacturing.

Contingent to this triangulation,
the practice of architecture is now
organized by market structures as
well. Departed from its theoretical
footholds,
architecture
now
seeks market success and cultural
relevance as a means of engaging
with audiences and manifesting its
output into physical objects.

Writing about this turn towards
the market, Dean Speaks argues
it is important for architecture
to adapt to the increasingly
competitive conditions of the
global marketplace and evolve
into forms of practice that move
beyond fIxations of space and
instead welcome considerations of
brands, experience, and identity.
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market
As a commodifIed practice,
architecture should embrace
commercial strategies as
means of maneuvering the
market in order to reposition
its disciplinary agency: its
ability to impact economic,
cultural, and political
conditions by way of its
production and consumption.
Within a commercial context,
architecture’s contingencies
reemerge with new potentials

Economically
the commodifIcation of design can
encourage greater production of
architectural artifacts through
relatively affordable manufacturing and
retailing

Politically
The relationship between consumers and
architectural products permits exercises
in subjectivity as material contexts
become affected through critical and
reflective consumption choices

Culturally
Multilateral discussion regarding
interest and perception of architectural
commodities can mediate engagement
with design through accessible and
approachable products and marketing
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market

More in tune with cultural shifts,
the
art
world
has
already
welcomed the commercialization
of its practices and artists are
now eager to run as self-made
businesses. Takashi Murakami and
Shepard Fairey sell not only their
art, but also a wide array of
consumer products that widen and
dissolve the boundaries of artistic
productions. For artist like these, if
art is a commodity then broadening
their markets and selling products
is a viable means of success;
allowing them to expand their
cultural relevance as well as run
lucrative practices.
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market

If
architecture’s
agency
is
contextualized within the market,
then disciplinary artifacts produce
the means for contemporary
practices to develop audience
exposure
and
engagement.
Architects are no strangers to
commodifying architecture into
easily
consumable
commercial
products. As various contemporary
architects have come to prove,
forms as products prove to be a
valuable way for architecture to
embed disciplinary concerns into
profItable artifacts.
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market

PETS extends this tradition by
turning towards retail products as
a means of exploring, expressing,
and
escalating
architectural
form within commercial contexts.
Working through the markets of
toys, accent chairs, storage sheds,
and living units, PETS dissolves
the boundaries of architectural
production to extend the reach
of
disciplinary
engagement.
By
designing
products
with
empathic formal considerations,
architectural artifacts can be
marketed and consumed in an
accessible manner.
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practice
PETS is an architecture practice
that understands the best way
to
successfully
engage
with
its
cultural,
political,
and
economic contingencies is to
adopt
commercial
marketing
and manufacturing strategies. In
order to participate in cultural
and political exercises in the 21st
century, PETS organizes its practice
through the defIning market binary,
what is known to be the logics
of production and consumption
inherent to commercial networks.
For commercial practices, seriality
and branding offer profItable
mechanisms
to
approach
the
production
and
consumption
of products; PETS adopts these
strategies to manufacture and
market the various formal products
they design. Corporeal form and the
empathic responses they produce
further
assist
PETS
products
achieve commercial relevance by
appealing to consumers through
the individualized associations they
conjure. For PETS, the branding of
serial bodies and their empathic
affects becomes a model by which
architectural practice can cater to
commercial concerns.
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brand

PETS directs its consumption under its
brand image: a curated display of the
practice’s stylistic characteristics
found
within
its
produced
commodities
and
marketing
materials. With its specifIc formal
language,
cosmetic
strategy,
palette, textures, and graphics,
the PETS brand sells its products
as cohesive and discernable retail
lines of architectural forms.
SpecifIcally, PETS employs a set
of formal, visual, and tactile
traits that create the zoomorphic
qualities that come to distinguish
it as a brand. Inviting bright colors
and fuzzy textures paired with a
particular composition of limbs
create a readily identifIable image
for the PETS brand.
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brand

But beyond simply crafting a visual
sensibility, the PETS brand allows
the practice to authentically
operate
within
networks
of
exchange. Brand culture is now
the setting in which subjectivity
is expressed and commodities
evolve into culturally relevant
artifacts. As such, participating in
it allows architecture to engage
in meaningful relationships with
its audience as well as imbue its
output with fLuid and personal
associations. Along with these
intimate relationships, brands also
foster a collective space for social
interaction amongst consumers
that structures what can be called
a fan base.
This engagement with consumers
is what contributes to the growth
of the brand; a modern market
condition that blurs the divisions
of
producer
and
consumer
through strategies of product
participation in order to increase
popularity. Through acts such as
consumer-generated content and
social media infLuencing, brands
enlist its consumers in it’s cultural
occupation by inviting them to
participate in their production. Like
typical commercial products, PETS
forms come in various shapes, sizes,
and colors that allow consumers
to express preferences and thus
initiate individualized relationships
with architectural form within a
collective context.
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26

seriality
Simultaneously,
effort
exists
on the production side that
allows for this personalized
participation.
Instantiated
by
the era of industrialism and
rapid production, seriality is the
iterative transformation of a
product form in order to maximize
available
difference
for
the
purpose of individualization. The
implementation of seriality permits
the proliferation of a cohesive
array of unique products that can
expand, dissolve, and converge
market territories.
Marginal differences in color,
shape, and size allow serial objects
to be invested with the individualized
attachments
that
fuel
brand
practices. PETS adopts this iterative
strategy of production as means of
designing variance in its products
while maintaining its brand image.
Digital modeling techniques paired
with mass manufacturing allows
PETS to achieve a limitless quantity
of unique products that are
adaptable to various scalar and
functional commitments. These
iterative distinctions and flexible
production allow brands like
PETS to not only cultivate existing
commercial territory but also
dissolve their market boundaries as
products grow outside of fragile
defInitions.
27
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form

With
cultural
relevance
and
economic exchange informing one
another in our branded setting,
the making, selling, and buying of
commodities is the way that we
construct ourselves and settings.
In order for architecture to
benefit from consumer practices,
it requires a commodity that
is adaptable to these business
strategies. This challenge presents
a valuable opportunity to utilize
its architecture’s most adaptable
product to enter material
networks: form.

Celebrated throughout the history
of modernism and epitomized by the
Bauhaus, commercial artifacts have
continuously proven to be a viable
vessel for design exploration.
As the school’s Dessau period
championed, design principles can be
formatted into easily consumable
and profitable products that can
readily enter everyday material
networks.
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form

PETS embraces the notion that
architectural considerations of
form and space can manifest as
commodities and continues this
tradition by embedding disciplinary
considerations within the design
of various product lines. Through
licensing deals with retailers of
various commercial markets, PETS
aims to mass produce, market, and
sell lines of product forms as a
means of disseminating architecture
to mass audiences. With each of its
product lines, PETS broadens the
scope for architectural reception
by incrementally widening its
potential audience.
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bodies
If form is a practical and proven
architectural commodity, then
fInding a particular type of
form that can succeed in market
conditions is imperative. For PETS,
this form is bodies: or topologically
derived objects with biomorphic
qualities that invite audiences
engagement
through
evasive
identification. Bodies prove to be
appropriate product forms as their
inviting profIles and corporeal
characteristics induce totalizing
affects that refer to typical
emotional, physical, and animalistic
qualities.
The pedigree of bodies can be
followed back as the marriage
between
the
two
types
of
architectural communication that
arose after modernism. Identified by
RE Somol as the performative and
constative practices, these two
camps culminated into the projects
of graphic expediency and digital
intricacy with shapes and blobs
serving as their representative
devices. As the digital turn and its
eventual fracturing conflated the
two types, complex digital modeling
and receptive graphic objects were
no longer exclusionary and give
rise to an architectural project
that can flicker between disciplinary
formal concerns and approachable
affective desires.
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bodies

Bodies perform like self-sufficient
Rorschach tests, inviting and
encouraging consumers to respond
to their form by soliciting and
simultaneously rejecting attempts
in identification. This evasiveness
allows bodies to fLicker between
vague and precise, strange and
familiar, form and fIgure, object
and subject. By straddling the line
between object and subject, PETS are
rendered as companionable objects
that satisfy consumer desires for
intimate commercial relationships
by providing amicable product
forms with unique associations.
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empathy

These companionable relationships
that bodies provide stem from
the
empathic
tendencies
that
consumers have towards their
products. Empathy is the emotional
attachments that humans invest in
fellow objects and subjects which
has proven to be an economically
reliable way of maintaining a
consumer base. When designed with
empathy in mind, commodities can
become emotionally durable and
develop lasting relationships with
consumers that sustains committed
commercial engagement.
Emotionally
durable
design
strategies that are deployed in
the market include but are not
limited to: anthropomorphization,
vocalization, cuteness, humor,
commitment, and familiarity. These
strategies maximize the potential
for empathic relationships and as
such are heavily exploited in the
design of commercial products; it
is the reason why cars hoods have
faces, technology speaks back to
us, and teddies are fLuffy.
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empathy

PETS
adopts
empathy
and
incorporates it into the design
of its forms, turning bodies into
much more than just corporeal
objects. Through formal traits
that configure these bodies into
zoomorphic object-subjects, PETS
capitalizes on the deep emotional
attachments that we maintain with
domesticated animals. By embracing
the identity of companion bodies
and
revolving
brand
identity
around their potential empathic
commitments, PETS wishes to turn
its architectural commodity into
a readily consumable product
that
reconfIgures
its
formal
considerations into likable and
approachable artifacts.
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empathy

These empathic relationships that are born from PETS forms
allow for its consumer base to grow and strengthen with the
continuous manufacturing of its serial product. The iterative
expansion of bodily objects that culminate into an accessible
commercialization of architectural form has the potential to
reformulate the cultural, political, and economic positions
that architecture has taken on in the market. Through a practice
that appropriates commercial strategies and embeds design
considerations within retail products, PETS aims to exploit
architecture’s commodification as a means of reintroducing
disciplinary agency within contemporary consumer culture.
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toys

Choosing to instantiate its brand
as a toy line, PETS was able to
establish its forms as easily
accessible products appropriate
for casual enjoyment. Not unlike
typical massing exercises, the
limits of bodily expressions were
thoroughly investigated through
these in order to establish a formal
language for subsequent product
development
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furniture

With its following chair line, PETS
expanded not only its market share
and audience reach but its formal
language and empathic potential. As
a response to the human body and
scalar shift were introduced, the
particularities of weight, posture,
scale, and ergonomics served as
additional formal that further
tested the potentials of PETS bodies.
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sheds

Proceeding with storage sheds
further positioned PETS within
readily
accessible
commercial
territories and began explorations
of their spatial qualities. As an
extension of the empathic qualities
that their formal appearances
hold, the interior of PETS were
designed
with
topological
surfaces responsive to their shapes
and postures. Cosmetically, this is
extended interiors by treating their
spaces with the same textures and
blush tones as their exteriors hold.
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dwelling units

With a transition into living units
retailed by Walmart, PETS advances
its goal of turning its architectural
bodies into readily accessible
commercial products. By partaking
in the trend of easy assembly small
dwellings, PETS was able to leverage
its formal-spatial developments
with programmatic and systemic
considerations. Their topological
interiors were reconciled with
domestic organizations, utility
systems, and ambient experiences.
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